The purpose of this paper is to understand consumer behavioural models with respect to their reactions to social network marketing. Theoretical background is focused on online and social network usage, motivations and behaviour. The research goal is to explore consumer reactions to the exposure of social network marketing based on the following criteria: level of brand engagement, word-of-mouth (wom) referral behaviour, and purchase intentions. Consumers are investigated based on their attitudes toward social network marketing and basic socio-demographic covariates using data from a sample size of 700 Bulgarian respondents (age group 21-54 years, Internet users, urban inhabitants). Factor and cluster analyses are applied. It is found that consumers are willing to receive information about brands and companies through social networks. They like to talk in social networks about these brands and companies and to share information as well (factor 2, brand engagement). Internet users are willing to share information received through social network advertising (factor 1, wom referral behaviour) but they would not buy a certain brand as a result of brand communication activities in social networks (factor 3, purchase intention). Several practical implications regarding marketing activities through social networks are drawn.
Introduction
During the last decades, the world is in a permanent state of change because of the rapid development of information technologies. Marketing practice is changing with the same pace while marketing academia is still lagging behind. Digital technologies are being integrated with marketing activities continuously or disruptively to reach Marketing 4.0, a new generation of marketing approaches, methods, tools, and practices (Jara, Parra, and Skarmeta 2012) . This paper begins by outlining the challenges of social media (Web 2.0), management 12 (2): [133] [134] [135] [136] [137] [138] [139] [140] [141] [142] [143] [144] followed by a discussion about behaviour of Internet users in social networks. In this study, the author undertakes a quantitative research process and applies factor analysis on collected through faceto-face interviews data. Research objectives driving this paper are: (1) to develop a demographic profile of Bulgarian online users and to identify their social network behavioural models; (2) to identify the factors shaping consumer reactions to various brand-related marketing activities in social networks and to determine corresponding clusters of investigated Internet users. Based on the achieved results several practical implications regarding related marketing activities through social networks are drawn.
Challenges of Social Media Ecology
The emergence of Internet-based social media has made it possible for one person to communicate with hundreds or even thousands of other people about products and the companies that provide them (Mangold and Faulds 2009, 357) . Social media is defined as a group of internet-based applications that build on the ideological and technological foundations of Web 2.0, allowing for the creation and exchange of user-generated content (Kaplan and Haenlein 2010) . Various social media applications are developed to facilitate Internet users interaction, which include blogs, content communities, discussion boards and chat rooms, product and/or service review sites, virtual worlds, and social networking sites (Kaplan and Haenlein 2010, 101; Mangold and Faulds 2009, 358) . In this paper, we focus on social networks such as Facebook, Twitter, Google+, Instagram, and Pinterest. Internet-based communication, especially through social media, has become a major factor affecting various aspects of consumer behaviour and customer purchase decision-making (Ioanas and Stoica 2014) . Digitalisation transforms the purchase decision-making process, including the way customers search for information, consider and evaluate products and services, interact with the organisation, and make purchases. Traditional customer purchase decision making has been transformed as a process into so called 'digital consumer decision journey ' (van Bommel, Edelman, and Ungerman 2014) .
Social media phenomenon leads to formation of unique social media ecology, consisting of a diverse set of social media sites, which vary in terms of their scope and functionality (Kietzmann et al. 2011, 241 (Madway 2010) .
Social media became an essential part of human life, which attracted the attention of marketers. Social media was adopted as important tool in today's hybrid inbound-outbound marketing communication mix. According to Kaplan and Haenlein (2010, 102) today's 'social media revolution' re-transforms the Internet back to its roots as a platform to facilitate information exchange between its users. Social media offer an unprecedented opportunity for marketers to search and analyse behavioural models of consumer communication and interaction in social networks to be able to develop proper marketing activities especially brand-oriented marketing communication campaigns.
Methodology
The research goal is to explore whether Internet users differ based on the following criteria: level of brand engagement, wom referral behaviour, and purchase intentions because of consumers' exposure to social network marketing. Two specific research objectives are defined. The first objective is to develop a demographic profile of Bulgarian online users and to identify their social network behavioural models. The second research objective is to identify the factors shaping consumer reactions to various brand-related marketing activities in social networks and to determine corresponding clusters of investigated Internet users. Consumers are investigated based on their attitudes toward social network marketing and basic socio-demographic covariates. Factor and cluster analysis are applied to analyse collected data.
sampling and survey method
Target population is limited to the age group from 21 to 54 years, Internet users, and urban inhabitants. Quota sampling method is used to form the sample. The sample is representative by gender, age, and place of living (according to the Gemius research in 2015, see Vassileva 2017) . The sample size is 700 respondents with level of confidence of 95.0% and confidence interval of ±3.7. The survey is administered through personal interview in respondents' homes in period The questionnaire consists of three sections. The first section explores the behaviour of Internet users in social networks and their attitudes toward social networks. The questions in second section are designed to collect data about the attitudes of respondents toward brands with online presence and their reactions on brand-related marketing activities of the companies in social networks. Third section covers respondents' demographics.
definition and measurement of variables, research model Four variables (gender, age, education, and monthly income of the household) are used as socio-demographic covariates in present research despite the controversial results about their influence on online customer behaviour (Campbell, Ferraro, and Sands 2014, 439-42) . Additional question regarding possession of mobile devices is included in questionnaire. It is used as covariate as well since smartphones are treated both as an 'extension' to the social media and as a tool to use social networks (Rheingold 2002) .
In order to determine market positions of social networks in Bulgaria two indicators are used: social networks where respondents support an account and the first social network where respondents signed in. The experience of respondents with social networks is measured by the indicator 'duration of social network usage.' Social network usage intensity is determined by 'average daily usage (in minutes)' and number of contacts. Frequency of social network usage by type of activities is determined as well. Social network loyalty is measured by 'the most preferred social network' and 'the most frequently used social network' indicators. The influence of inboundoutbound brand-related marketing communications is determined by measuring the 'carry-over effect' of communication message from atl to btl channels.
The research model presented in figure 1 is used to determine the clusters of investigated Internet users regarding their reactions to various brand-related marketing activities in social networks.
Indicator variables (represented with dashed line on figure 1) are measured on a scale comprising seven items (3 for informational motivation, 2 for convenience motivation and 2 for entertainment motivation). Behaviour variables represent customer reactions to brandrelated marketing communication activities in social networks. They are measured on 22-item scale. The first 7 items (from item 2. figure 1 ) denote brand engagement, the next 7 items (from item 1.1 to item 1.7 on figure 1) indicate wom behaviour, and the last 8 items (from item 3.1 to item 3.8 on figure 1) express purchase intention. Seven-point Likert scale is used for all variables.
Results and Discussion

demographic profile of bulgarian online users and their social network behavioural models
Approximately half of respondents (55.3%) do not have children below 16 years in their households. More than 80% of respondents assess their wealth being as satisfactory (50.6%), 32.4% -as good, 3% -as bad, and 14% -as very bad. The average age of respondents is 37 years (mean = 38 years, median = 37 years). Less than 1% of respondents do not possess a mobile device. The share of respondents who own smartphones is 78.9%, followed by tablets -50.6%, mobile phones different from smartphones -39.1%, e-book readers -15.7%, and smart watches -4.1%. Facebook is the ultimate leader among social networks since 99.3% of respondents have an account there and approximately the same percentage (88.6%) of respondents registered in Facebook as a first social number 2 · summer 2017 notes Column headings are as follows: (1) social network, (2) social network with account (%), (3) first social network signed in (%), (4) share of respondents with unused profile (%), (5) average daily use (minutes), (6) minimum (minutes), (7) ways'), to search for information and news (66.3% answered 'always'), and for entertainment (61%). Social networks are seldom used for reviewing and sharing opinions. Approximately 40% of respondents maintain up to 200 contacts in their most frequently used social network. The relationship between the number of contacts and the social network with the highest usage intensity is statistically confirmed through χ 2 -test (p = 0.0000, weak correlation).
reactions to social network marketing Factor and cluster analysis are applied to analyse Internet users regarding their reactions to various brand-related marketing activities in social networks. The value of Kaiser-Meyer-Olkin Measure of Sampling Adequacy is 0.941. Bartlett's Test of Sphericity provides the following results: Approx. χ 2 = 14005.098, Sig. = 0.000. These results show an excellent sampling adequacy, which allows the conclusion that the items are consistent and form a measurement scale. The interpretation is done on Cronbach's alpha scale (the internal consistency is excellent for values equal or above 0.9).
The results from the factor analysis are presented on figure 2. Factor extraction is performed using Principal Components Analysis. As table 5 shows, the substantial part of the change is caused by the first factor. 
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Cluster analysis is applied using data from matrix rotation with six interactions. Six clusters are determined. The size of the smallest cluster is 43 persons (6.1%), and the size of the biggest cluster is 189 persons (27%).
Based on the analysis the following conclusions regarding forecasting importance of the factors are done. Factor 4 possesses the highest forecasting importance, while factor 3 the lowest. The items, which correspond to factor 4 after matrix rotation, are the following: 
I use social networking to learn about new and unknown things. notes Column headings are as follows: (1) information motivation, (2) convenience motivation, (3) entertainment motivation, (4) reliability (Cronbach alpha). The values of Cronbach's Alpha correspond to the set of items included in the respective complex scale. Items (statements) are adapted from Campbell, Ferraro, and Sands (2014) .
• Social networks are convenient for use.
The item 'I am likely to buy products that I see on social networks if it is a brand I know and trust' does not correspond to any of the factors. The separation of factor 5 with the following items: 'I use number 2 · summer 2017 social networking to pass time' and 'I use social networking because I just like to browse the internet' represents an interesting result within the indicator variables. The survey clearly demonstrates that consumers are willing to receive information about brands and companies through social networks. They like to talk in social networks about these brands and companies and to share information as well (factor 2, brand engagement). Internet users are willing to share information received through social network advertising (factor 1, wom referral behaviour) but they would not buy a certain brand as a result of brand communication activities in social networks (factor 3, purchase intention). The motivation to use social networks is related mainly to information about new and useful things, ease and convenience of use.
Regarding targeting opportunities of marketing communications through social networks the following conclusions could be useful. It was confirmed (anova, p = .003) that there is a significant statistical relationship between the age group and the average daily usage (in minutes) of Facebook. Internet users from the age group 21-34 years spent on average 30 minutes more in Facebook than the age group 35-44 years and 45 minutes more than age group 45-54 years. This hypothesis was not confirmed for Google+, Twitter and LinkedIn but it was confirmed for Instagram (p = .001) and Pinterest (p = .013). For Instagram and Pinterest the direction of the relationship is contrary to Facebook. The usage levels raises with the increase of the age (5 minutes daily on average). The intensity of using social networks (average daily usage) increases with the duration of their use. It was confirmed for Facebook (anova, p = .004) and Instagram (anova, p = .010). In four years' time span the average usage of Facebook raised with 86 minutes on a daily basis. The relationship between the gender and the daily usage of social networks was confirmed 142 management · volume 12 for Twitter (p = .002), LinkedIn (p = .002) and Pinterest (p = .001). Women spend more time daily in Twitter and LinkedIn, while men spend more time in Pinterest. There is no difference between men and women for Facebook daily usage.
Conclusions and Implications for Future Research
The changing role of information and communication technologies in marketing poses a substantial challenge to both marketing academics and practitioners. Understanding customer behaviour is a complex task for marketing researchers especially in a digital environment. The research goal of presented study is to explore whether Internet users differ based on the following criteria: level of brand engagement, wom referral behaviour, and purchase intentions as a result of consumers' exposure to social network marketing. Consumers are investigated based on their attitudes toward social network marketing and basic socio-demographic covariates. Facebook is the ultimate leader among social networks with 99.3% of respondents having an account there and approximately the same percentage (88.6%) of respondents signed in Facebook as their first social network. Google+ holds the second place, followed by LinkedIn. It becomes clear that brand-marketing activities of Bulgarian companies should focus on Facebook as a main communication channel.
The relationship between the number of contacts and the social network with the highest usage intensity (measured as average daily use in minutes) is statistically confirmed. This result confirms the importance of Facebook because it is the social network with the highest usage intensity in Bulgaria. The confirmed statistical hypothesis suggests that Facebook possess huge potential for wom referral behaviour.
The survey clearly demonstrates that consumers are willing to receive information about brands and companies through social networks. They like to talk in social networks about these brands and companies and to share information as well. Internet users are willing to share information received through social network advertising but they would not buy a certain brand because of brand communication activities in social networks. The motivation to use social networks is related mainly to information about new and useful things, ease and convenience of use.
Further detailed analysis of combined influence of hybrid inbound-outbound brand-related marketing communication on Internet users could be used to achieve a synergy effect through micro number 2 · summer 2017 brand interventions. The author continues to work on segmentation of social media users by applying Latent class analysis (lca) to determine the difference in their reactions to social network marketing activities.
